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Will the Internet kill magazines? 

Did instant coffee kill coffee? 

New technologies change many things. But not everything. 

You may surf, search, shop and blog online, but you still read 
magazines. And you’re far from alone. 

Readership has actually increased over the past five years. Even 
the 18-to-34 segment continues to grow. And typical young adults 
now read more issues per month than their parents. Rather than 
being displaced by “instant” media, it would seem that magazines 
are the ideal complement. 

The explanation, while sometimes drowned out by the Internet 
drumbeat, is fairly obvious. Magazines do what the Internet doesn’t. 
Neither obsessed with immediacy nor trapped by the daily news 
cycle, magazines promote deeper connections. They create 
relationships. They engage us in ways distinct from digital media. 

In fact, the immersive power of magazines even extends to 
the advertising. Magazines remain the number one medium 
for driving purchase consideration and intent. And that’s essential 
in every product category. 

Including coffee. 


The Power of Print' 
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START WITH 

WOODFORD RESERVE! 

FINISH WITH A 

WELL-CRAFTED 

MANHATTAN. 


Woodford Reserve 


CAREFULLY. 


RESPONSI 














































dolce&gabbana 

the one gentleman 


■ENTEIUWTOWliN!- 

CAPTURING 

ITALY 

PHOTO CONTEST 



























































STYLE 


Fllll THE WEEKEND 


































STYLE 



















STYLE 













WT^B®CO U MroSING 
PISTONS THEY ARE- 













Ir - 

















PURE 

NAUTICA 


pureI 

NAUTICA 












THE DISCER] 

MA 

GUIDE 

groomi: 


> A brief guide to what 
works, wfiat doesn't, what 
you need, and what you 
don’t. Plus: The 
important relationship 
between a man and 
his barber. And 
Antonio Banderas! 
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Networking 

A product of Lufthansa. 
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Everyone decided 

TO COME BACK TO YOUR PLACE. 

Perfect. 









































































AVIERBARDEM isteningto a doctor 
explain proprioception, the cosmic process 
that allows us to know, among other things, 
the location of our feet in space. He is listen¬ 
ing to the doctor while they’re on a sailboat 
that has tipped nearly sideways on the blue wa- 
, ters off Oahu, Hawaii. In the way that the sail¬ 
boat won’t tip over entirely because its rudder 
and centerboard know which way is up, proprio¬ 
ception makes it possible for us to do things like 
climb stairs in the dark; it also makes it possible for 
us to kick a soccer ball or walk across a high wire 
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NEW RULES 
FOR MEM 


The old guidelines haven’t changed so much— 
Esquire’s original repository of “the rules” remains 
as helpful and true as ever. But being a man has 
gotten more complex. Not harder, really. Just more 
involved. There are new platforms—what with the 
Twitter and all. There are new conditions. There is 
a new landscape upon which we must endeavor. 

So, some new guidelines. For men. 
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VERSACE 


IT MIGHT 

ROUGH 

SOME CLOTHESTAKE A BEATING BETTER THAN OTHERS (ANO LOOK A WHOLE LOT 
] BEntR FOR IT). HERE. THE GUYS BEHINO AUSTRALIA'S MOST AMBITIOUS FILM COLLECTIVE J/7777 

M) r (BLUE TONGUE FILMS) ANO THE SEASON’S GRITTIEST INDEPENDENT CRIME ORAMA 
UMimi KINGOOM) DEMONSTRATEJOW GOOD A LITTLE WEAR ANO TEAR LOOKS ON A MAN 
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Belvedere 

VODKA 


BEL eVE 

TRUST YOUR INSTINCTS 

NATURALLY SMOOTH 
MAKE IT BELVE 


FACEBOOK.COM/BELVEDEREVODKA 







